Purpose -Most literature regarding sustainable behavior is based on the assumption that the reduction of consumption is inherently positive (mainly in the form of positive environmental consequences) and based on ethical considerations. However, the issue of the social consequences of this reduction and self-interested intentions in consumption is not generally open to debate. This paper aims to identify dimensions of sustainable and responsible consumer behavior, distinguish between the two concepts, and present consumer obstacles to acting responsibly in all aspects that a sustainability agenda would suggest.
INTRODUCTION
Consumers with their everyday consumption decisions can help achieve or hinder goals for a more sustainable future. Consumer behavior that leads to a better outlook is often described with words such as sustainable, ethical, responsible, environmentally friendly, or socially friendly (Belz & Mohr & Harris, 2008 ). The question is whether consumers need to -and should -take responsibility through their purchases (Moisander, 2007; Valor, 2008) or whether they perceive consumption as an activity that should not be constrained by environmental and social issues; but should rather merely fulfi ll their needs and rights (Schrader, 2007) . Are consumers responsible primarily for their own wellbeing, or for the wellbeing of others, when they buy products (Barnett, Cafaro & Newholm, 2005) ? And, if they do take on the responsibility to make the world more sustainable, should they expect positive consequences in both the natural and social environment? Are there any diff erences between consumers who act out of concern for nature and those who act out of concern for society?
Although these questions have attracted theoretical and practical attention in recent years (e.g. Grebitus et al., 2012; Hult, 2011; McEachern & Carrigan, 2012; Schrader & Thøgersen, 2011 ), our literature review shows a lack of clear understanding of consumers' intent for responsibility and their emphasis on environmental and social issues. In the current body of literature, there is a general understanding that sustainability and sustainable behavior consist of several dimensions (e.g. environmental, social, and economic) and that diff erent consumers put diff erent emphases on environmental, social, or economic issues (Belz & Peattie, 2012) . The inclusion of all three dimensions in consumer research designs is rare, although some may be found (e.g. Roberts, 1995) . Environmental and social issues are usually researched separately; for instance, more emphasis is given to one, e.g. natural environment (Bridges & Wilhelm, 2008) , or else diff erent issues are put under one dimension, such as ethical concerns (Creyer, 1997) . Choi & Ng (2011) observed that "lack of attention to sustainability, as a concept with multiple dimensions, has presented a developmental gap in green marketing literature, sustainability, and marketing literature for decades" (p. 269). From the theoretical perspective, this is seen in unclear defi nitions of concepts and under-researched topics like consumer trade-off s. From the managerial and marketing practice perspective, issues such as segmentation of consumers and development of complex sustainability strategies are not well researched or implemented in practice. Marketers need to better understand their consumers in order to align their sustainable strategic objectives with consumer needs and behavior and more effi ciently target potential responsible consumers.
The fi rst aim of the paper is, thus, to make a clear distinction between the sustainability and responsibility of consumer behavior and explore their diff erent theoretical dimensions. The second aim of this paper is to explore a variety of responsible consumption practices and fundamental diff erences that arise from purchase, usage, disposal, or other environmentally or socially friendly behavior. To achieve these aims, we undertook a literature review and in-depth interviews with consumers to explore diff erent consumer sustainability practices.
The paper explores diff erent dimensions/levels of consumer sustainability and responsibility based on the works of Chabowsk, Mena and Gonzalez-Padron (2011) and Carroll (1991) to explain social responsibility, as well as on sustainability literature to create a framework for responsible sustainable consumer behaviors (RSCB) and present propositions for further research. In this framework, consumer behaviors can diff er in terms of motivations for acting responsibly (intent) and their impact on specifi c dimensions of sustainability (emphasis). It helps to better explain the complex and sometimes paradoxical behavior of responsible consum-ers, which has been acknowledged recently by several authors (Jägel, Keeling, Reppel & Gruber, 2012; Moisander, 2007) . Researchers, for example, found that people have to constantly balance between the needs of their families, the needs of society and the needs of nature (Jägel et al., 2012) and encounter paradoxes, such as when behavior that is intended to protect the natural environment has a negative impact on personal health (e.g. the toxins found in reusable bags) (Klick & Wright, 2012) . We also want to point out that responsible consumer behavior is not necessarily ethically motivated. Consumer responsibility can be based on economic, legal, ethical, or philanthropic motives, and their behavior can have a positive infl uence on environmental or social sustainability.
Our main contributions to previous body of work in the fi eld is the following: fi rst, we clearly acknowledge diff erent dimensions of consumer sustainability and responsibility simultaneously and thus broaden the research perspective in marketing to go "beyond green" and ethical studies; second, we present the framework from a consumer perspective and empirically explore diff erent consumer sustainability and responsibility practices.
We have organized the rest of this paper as follows. First, we present the methodology used in the paper. Then, we look at the literature of sustainability and responsibility concepts and combine the fi ndings with in-depth consumer interviews to add understanding of the under-researched dimensions of sustainability (social dimension) and responsibility (self-interest) and develop specifi c research propositions. We then integrate the concepts of sustainability and responsibility in order to develop the conceptual framework. We end the paper with conclusions and future directions.
METHOD
Current research is based on literature review and qualitative research to add to the understanding of the consumer perspective of sustainability and responsibility. We fi rst looked at the literature in the fi eld of sustainable marketing, consumer responsibility, and corporate responsibility. On account of a lack of information regarding the social sustainability dimension and self-interested behaviors of responsibility dimension, we conducted a further qualitative research to expand the understanding of those two under-researched dimensions. We chose personal interviews as our method of inquiry; it is generally perceived as the most frequently accepted and recommended source of information in ethical research, since ethically related research is usually infl uenced by a high degree of social desirability (Carrigan & Attalla, 2001; Carrington, Neville & Whitwell, 2010) . Also, the results of qualitative research can later be used as a source of information for additional quantitative research. Personal interviews were chosen, because the aim of the research was to gain in-depth understanding of the whole process of responsible consumption of a particular consumer in a way that he or she represents individual and not group views. Ten individuals aged between 25 and 65 (6 females, 4 males, with high-school education or higher, middle-or upper-income households, employed or retired, two without children) were interviewed. Our focus was to gather opinions of a typical consumer with some -though not an extreme -degree of environmental or social concern. Respondents were selected randomly. Data were selected in a Central European country with a developed economy. Open-ended questions were used in order to understand and gather their opinions about their responsibilities toward themselves as consumers, the natural and social environment, their motives to act and the whole process of responsible behavior from concern to action. Respondents were prompted to talk about the most pressing problems of today's natural and social environment, about diff erences between the issues of environmental, social and economic sustainability, and their manifestation in everyday consumption. The context of small-value purchases/FMCG was more exposed in interviews than higher-value products. Interviews lasted up to an hour and all interviewees Miles and Huberman (1994) , consisting of data reduction, data display, and conclusion drawing. The data reduction process began by transcription of audio-taped interviews, organization of notes and observations. Data were reduced and organized by using coding to create categories of information and detect patterns in answers, which enabled us to compare the respondents' attitudes and opinions. Content analysis was used to gain an in-depth understanding of each interviewee's perspective. Data were displayed in tables to gain a clearer understanding of consumption patterns. Cross-personal comparisons, examination of patterns and themes provided the basis for drawing conclusions.
CONSUMER SUSTAINABILITY AND RESPONSIBILITY
Responsibility is defi ned as an intention to act based on the acknowledgement of one's duties toward self or others (Schrader, 2007) . Typically, researchers view consumer responsibility as being motivated by ethical or philanthropic concerns. Albeit similar to Carroll's (1991) pyramid of corporate responsibility, which lists economic, legal, ethical, and philanthropic levels, it can also be a consequence of self-interest or legal obligations (Belz & Peattie, 2012) . Sustainability, on the other hand, is the awareness of the longterm environmental and social impact of one's actions (Epstein, 2008 ).
"More than green" -sustainability as a multidimensional construct in marketing
Sustainability is comprised of three dimensions; namely, environmental (planet), social (people), and economic (profi ts) (Cato, 2009; Epstein, 2008) . Those three issues could either be seen as equally important or the latter two as bound by environmental constraints (Cato, 2009 ). Environmental sustainability presents natural environmental constraints, such as energy and water supplies, or clean air availability. Social sustainability is coupled with protecting human rights, providing equal opportunities for everyone and ensuring economic sustainability with continuous profi t creation and money availability, to name just a few examples. The economic dimension is sometimes excluded from the defi nition of sustainability and, instead, is considered as the fi nal output or eff ect (Chabowski et al., 2011 Webster, 1975) . "Green" consumerism, as one of the fi rst specifi ed responsible behaviors, was quite commonly seen as a part of socially responsible consumption (Roberts, 1995) , even though the emphasis was always on environmental rather than social issues. The emphasis on specifi c issues (environmental, social) in naming and conceptualizing responsible consumer behavior created a mixture of poorly defi ned behaviors without equal representation of issues; therefore, a rather narrow view of consumer responsibility was developed.
Later authors did, however, start to make a distinction between socially and environmentally conscious consumption (Mayer, 1976 ) but were using them interchangeably or merging them under one construct (e.g. Belch, 1982 It is not surprising that our qualitative study also found that interviewed consumers placed a greater emphasis on environmental issues, which could be attributed to greater information availability and more perceived control connected with the natural environment. Participants were able to easily describe environmentally conscious consumers, while they were less likely to recall their own socially conscious purchases. Interviewees believed they know more about the exploitation of nature, while stories of social misconduct were less prevalent. Social injustice seems to be out of their control and has to be resolved by others, e.g. "countries where workers' rights are violated should be responsible for creating a safe work environment" (male, 33) . Although the majority of interviewees did mention that caring for the natural and social environment is important and should be included in responsible behavior, they also usually saw themselves as being more concerned about either environmental or social issues. 33) . Also, fair trade products are not seen on the shelves; thus, purchasing is limited. Unlike bio, eco products that seem to be connected with regular purchases (e.g. food), fair trade products seem to be more appropriate for special occasions (e.g. chocolate for gifts).
Consumers also had problems simultaneously expressing their concern for nature and society. They saw a potential confl ict between being able to care simultaneously for nature and society "because for the good of nature you should buy less and for society more, so that more money goes around" (female, 63) or "I would rather buy on a farm, but I also need to drive there and exhaust gases, which is again not good" (female, 40) . An observation of a female (32) , who used to buy yoghurt from a home producer (seen as socially friendly), now buys ecologically produced yoghurt from a foreign producer (environmentally friendly) because of its eco certifi cate, also shows that consumers often need to make trade-off s between diff erent sustainable behaviors. Based on personal interviews and a literature review, we suggest the following research propositions for further research: 
"Not only ethical" -expanded view of consumer responsibility from consumers' perspective
Consumer responsibility seems to be a more confl icted concept than the more researched concept of corporate social responsibility. These two streams of research have emerged with different expectat ions of consumer actions: some believe it is a consumers' duty to act, as refl ected in the consumer citizenship movement where consumers need to translate their rights into duties. According to them, it is the consumers' duty to be informed about environmental and social problems, to use this information for better (more sustainable, conscious) consumption decisions, and actively change their consumption when it has a negative impact on sustainability (Schrader, 2007) . Others argue that we put too much pressure on consumers and that they sometimes do not have the ability to act, since there are too many obstacles to overcome which are out of the consumers' control (Moisander, 2007; Valor, 2008) . Responsibility of consumers was usually seen and researched from the perspective of being motivated primarily by ethical or philanthropic concerns, although researchers also acknowledge that the responsibility which comes from self-interested or legal obligations can have positive environmental or social consequences (Belz & Peattie, 2012 Theories underlying self-interested, economic behavior include general exchange theory, social exchange theory and means-end theory (Bagozzi, 1975; Zeithaml, 1988) , where the perceived gains/value of the behavior drives consumer actions. The following proposition is developed:
RP 4:
Consumer behavior refl ects to a higher degree their economic responsibility, compared to legal, ethical or philanthropic dimensions of consumer responsibility.
It is evident from the defi nition of marketing (American Marketing Association, December 17, 2007 ) that, from a marketing perspective, consumers are one of the most important stakeholder groups; value created in the process of strategy formulation and implementation is a core concept of marketing discipline (Gallarza, Gil-Saura & Holbrook, 2011). In their review of sustainability research between 1998 and 2013, McDonagh and Prothero (2014) encourage a discussion on how marketers should "deliver sustainability as value" and conclude that "there is no reason why our raison d'être cannot become one of creating customer value with sustainability as its focal point" (p. 1206). In particular, mainstream consumers are often more goal and self-oriented and are not driven purely by concern for environment or society. They want to gain functional, emotional, and social value through their purchase behavior (Green & Peloza, 2011; Sheth, Newman & Gross, 1991) in exchange for their money (Bagozzi, 1975 From the concept of "mindful consumption", these behaviors can only be possible in circumstances where consumer needs are neither under-nor over-fulfi lled but are, rather, "optimally fulfi lled" (Sheth, Sethia & Srinivas, 2011, p. 31) .
Buying from a farmers' market, for example, was often perceived in interviews as having a positive social impact; but the main reason for buying there is for one's own health, since products are perceived to be fresher and safer. Recent studies have concluded that, besides concern and altruism, general purchase criteria, such as status seeking, quality, and health, are important and can infl uence responsible consumption, thus supporting the following proposition (Griskevicius, Tybur & Van den Bergh, 2010; Ottman, 2011).
RP 6:
The more trade-off s between self-and other-regarding concerns consumers perceive, the less they are willing to act in a responsible way.
Ethical responsibility is connected to the morality, norms, and values that are refl ected in consumer purchases and could also lead to a reduction in consumption or boycotting of products or companies. Smaller amounts of self-interest could also be important here, although in caring for others, nature and society is a priority. Theories underlying this process include models of moral development (Rest & Barnett, 1986) , marketing ethics (Hunt & Vitell, 2006) and planned behavior (Ajzen, 1991) . Here, behavior is driven by beliefs, as well as moral, ethical, normative, and attitudinal considerations. As a more direct predictor of behavior and "environmentally friendly product choices", "personal moral obligation" was found to be an important construct (Minton & Rose, 1997) . Similarly, Shaw, Shiu and Clarke (2000) found in their research of ethical consumers that "the measures of ethical obligation and self-identity are more pertinent to the TPB (theory of planned behavior) model than the traditional attitude and subjective norm measures" (p. 889). Thus, we propose measuring other-interested behaviors with the concept of ethical obligation. Ethical obligation can add a more holistic and balanced view of diff erent motivations for responsible behavior, especially to explain socially responsible consumer behavior, which we expect brings less (economic/self-interested) value to consumers (Singhapakdi, Vitell, Rallapalli & Kraft, 1996) . We propose that ethical responsibility be measured with the "ethical obligation" construct in the consumer context.
RP 7:
Ethical obligation is expected to be higher in socially responsible consumer behavior than in environmentally responsible consumer behavior.
Consumers' legal responsibilities can be described as obeying rules and laws connected to sustainability, such as buying energy-effi cient light bulbs as prescribed by law. According to the interviewees, one of the responsibilities of consumers with social (economic) infl uence is also using products according to producers' instructions. Philanthropic responsibility could be seen as consumers' responsibility that is based on purely philanthropic acts, like giving donations for sustainable causes, which were more often mentioned in the interviews with regard to a potential social impact.
FRAMEWORK OF CONSUMER RESPONSIBILITY AND SUSTAINABILITY IN THE CONSUMER CONTEXT
To integrate the concepts of sustainability and responsibility in the consumer context, while also distinguishing between them, we propose the following framework based on the work of Chabowski et al. (2011) ; it is visually presented in o Responsibility: Consumer responsibility explains the consumer's intent; i.e. why he/she acts in a responsible way, and is a manifestation of motivations, as well as cognitive, emotional, or social consumption processes. To determine the components of consumer responsibility, we need to determine the purpose for that behavior. Consumer responsibility comprises many diff erent reasons and motivations for behavior; it cannot be described solely as a behavior that has positive social or environmental infl uence. Drawing from the CSR fi eld and interviews with consumers, we propose that -like corporate responsibility -consumer responsibility could also include several components that are most comprehensive-ly presented in the framework proposed by Carroll (1991) . Her four-level pyramid structure of CSR actions (economic, legal, ethical, and philanthropic) implies that economic dimension is the basis on which all others are positioned.
CONCLUSIONS AND IMPLICATIONS
In this paper, we put forward several propositions regarding how to make research of responsible, sustainable consumer behavior more holistic; namely, by broadening the scope of researched issues (from environmental to social) and acknowledging that not all consumers act based on their ethical considerations but also on their self-interest. We made a clear distinction between responsibility and sustainability of consumer behavior, presented their diff erent dimensions, and explored a variety of responsible consumption practices. Additionally, we presented this distinction in the framework of responsible, sustainable consumer behavior in order to better explain the complex and sometimes paradoxical behavior of responsible consumers. We explored consumer behaviors and dilemmas regarding all dimensions of responsible and sustainable behavior. We also proposed measures of perceived value and ethical obligation to measure self-and other-centered motivations for acting responsibly to make research more actionable. Such other-versus self-interested behaviors could potentially better explain the often mentioned gap between environmentally and socially responsible attitude and behavior, which may also be a gap between the interests of society and individual consumers. By understanding consumers' diff erent emphasis of actions (environmental, social) and responsibility intentions (self-interest, other-interest), we can better understand and resolve consumer responsibility dilemmas that arise from a one-dimensional view. Only by acknowledging these diff erent layers of sustainable and responsible consumption can we move sustainability research forward and change consumer behavior.
Marketers who employ environmentally and socially responsible marketing strategies need to understand not only why and how consumers react to their sustainability initiatives, how their activities infl uence consumer behavior, but also what value they bring to the consumer in order to ensure their satisfaction and loyalty and thus achieve their own marketing strategy objectives. Marketers need to understand consumers' intrinsic drive for action and how they should emphasize this in their behavior in order to align their strategic objectives with consumer needs and behavior so as to more effi ciently target potential responsible consumers.
